Determinants of key account management effectiveness in chemicals industry Malaysia by Wong, Han Fei
  
DETERMINANTS OF KEY ACCOUNT MANAGEMENT EFFECTIVENESS 
IN CHEMICALS INDUSTRY MALAYSIA 
 
 
 
 
 
 
 
 
 
WONG HAN FEI 
 
 
 
 
 
 
 
 
 
UNIVERSITI TEKNOLOGI MALAYSIA 
 
  
DETERMINANTS OF KEY ACCOUNT MANAGEMENT EFFECTIVENESS 
IN CHEMICALS INDUSTRY MALAYSIA 
 
 
 
 
WONG HAN FEI 
 
 
 
 
A dissertation submitted in partial fulfillment of the  
requirements for the award of the degree of  
Master of Management (Technology) 
 
 
 
Faculty of Management and Human Resource Development 
Universiti Teknologi Malaysia 
 
 
 
MARCH 2011 
 iii 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
To my beloved family and friends 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
iv 
 
ACKNOWLEDGEMENT 
 
 
I would like to express my gratitude to those who helped and supported me in 
successfully completing this research. 
First and foremost, I would like to express my sincere appreciation and 
greatest gratitude to my respectful supervisor, Assoc. Prof. Dr. Abu Bakar Abdul 
Hamid for his guidance, knowledge, and patience throughout this research.  I am 
very grateful for his support and friendship.   
Secondly, I would like to convey my greatest appreciation to my beloved 
grandmother Kiew Man, mother Foon Yin, my father Cher Kow, my wife Mie Sze 
and my children Venus, Coco and Andrew for their support and understanding along 
the time I am doing this research.   
In addition, my deepest thanks to my friends, C. H. Ong who had shared his 
invaluable knowledge and Michael Goh who had always encouraged me throughout 
my academic journey.  I am also indebted to my classmates who have given me their 
genuine and unconditional friendship and companionship.    
Finally, I like to thank all respondents to this research who spent their 
precious time to respond my questionnaire genuinely.   
 
 
 
 
 
 
 
v 
 
ABSTRACT 
 
 
Key Account Management (KAM) has been described as a relationship 
oriented marketing approach to deal with major customers in business-to-business 
(B2) markets. Increasing emphasis on KAM is one of the most fundamental changes 
in marketing organizations, yet is under-researched and not fully understood.  The 
objectives of this study is to explore the relationships between top management 
involvement, use of teams, esprit de corps, access to sales and marketing resources 
and KAM effectiveness.  This research was conducted in chemicals companies 
located in Johore, Malaysia.  150 questionnaires were distributed to the companies as 
published in the Federation of Malaysian Manufacturers (FMM) & Malaysia 
External Trade Development Corporation (MATRADE)’s directory and 60 returned 
usable questionnaires were analyzed.  Using measurement scale adopted from the 
previous studies, principle component analysis and cronbach’s alpha were employed 
to test the validity and reliability of the measurement scale.  In addition, normality 
was examined and pearson correlation was employed to test the relationships 
between variables.  Two multiple regression analyses were employed to test research 
hypotheses.  First regression model was found not significant and predictors have no 
influences in the organizational performance.  Second regression model found that 
85.9% of the variance had been significantly explained by the predictors.  This study 
further concludes with conclusion and recommendations for forward research. 
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ABSTRAK 
 
 
Pengurusan Akaun Utama (KAM) telah disifatkan sebagai satu hubungan 
yang mengasaskan pendekatan pemasaran untuk melayani pelanggan utama di 
pasaran pernigaan. Peningkatan penekanan KAM merupakan salah satu perubahan 
asas yang ketara di dalam organisasi pemasaran. Namun, KAM masih dibawah 
kajian dan belum difahami dengan sepenuhnya. Objektif kajian ini bertujuan untuk 
menyelidik hubungan di antara penglibatan pengurusan atasan, penggunaan 
kumpulan, “esprit de crops”, akses sumber jualan dan pemasaran terhadap 
keberkesanan KAM. Kajian ini dijalankan di syarikat pembuatan bahan kimia yang 
beroperasi di negeri Johor, Malaysia. Sebanyak 150 kertas soal-selidik telah 
diedarkan kepada syarikat yang tersenarai dalam direktori FMM & MATRADE. 60 
kertas soal-selidik telah berjaya dikutip semula untuk analisis kajian ini. Kajian ini 
menggunakan skala pengukuran daripada kajian yang sebelumnya. Analisis 
komponen utama dan Cronbach alpha telah digunakan untuk menguji kesahihan dan 
kebolehpercayaan skala pengukuran tersebut. Di samping itu, ujian normaliti dan 
korelasi Pearson telah digunakan untuk menguji hubungan di antara pembolehubah. 
Dua model analisis regresi berganda telah digunakan untuk menguji hipotesis kajian 
ini. Hasil model regresi pertama menunjukkan keputusan tidak nyata dan 
mempamerkan pembolehubah tidak bersandar dalam kajian ini tidak mempengaruhi 
prestasi organisasi. Model kedua mendapati bahawa 85.9% variasi pembolehubah 
bersandar boleh diterangkan oleh pembolehubah tidak bersandar. Kajian ini diakhiri 
dengan kesimpulan dan cadangan yang bernas untuk para penyelidik membuat kajian 
selanjutnya pada masa hadapan.    
